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EXECUTIVE SUMMARY 
 
design is a business incubator that seeks to scale design and designers in Qatar within 
the category of furnishings, home wear and apparel. Meeting larger social objectives includes increasing 
national entrepreneurial activity and decreasing the gender gap through the provision of accessible  
opportunities in design. Our products reflect individual and regional pride. Our processes utilize efficient  
operational resources while infusing social responsibility in a growing economy. The World Economic 
Forum identified the community business incubator model as economic tool for seeding entrepreneurs and 
scaling brands sustainably in developing countries by ensuring fast yet stable growth. The model reduces 
non-systematic risk, allowing entrepreneurs to focus their efforts and resources on scaling their brand.  
design seeks to establish 150 relationships with aspiring local designers, repurposing 
through novel design, home wear and apparel. The aim is to launch 100 incubator brands in year 1. From 
year 2 onwards, we aim to add 50 independent design entrepreneurs to our portfolio annually. By 
providing consulting services, speed mentorship and networking opportunities we aim to scale brands in 
Qatar and identify strong local lines for regional distribution. 
Showcasing of the incubator’s brands is en-suite. We take a 15 – 30% commission on items and 
charge for extended premier services. The business model provides incubator incumbents with real-time 
access to the market. This environment allows aspiring designers to hone their managerial and 
entrepreneurial skills by calibrating their brand against aggregated demand. This learning process is 
facilitated by a main feature of our operations, our uniquely designed ERP and networking software.  
This combinations of business and social values lend to design’s sustainable and 
competitive edge.  
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THE BUSINESS OPPORTUNITY  
 
design’s social and environmental aims resonate most with the ethical 
consumer. Existential awareness comes with age, sudden life changes and educational attainment. A 
high concentration of adults involved in education, social development, research and innovation work 
for and with Qatar Foundation (QF). Reaching this segment, is the rationale for the selection of the 
incubator’s physical location - In addition, the incubator has a strong online presence moderated by 
incubator incumbents to gain access to educated youth, and a roaming kiosk to reach tourists and 
professional women.  
Economic mapping has revealed QF to be unique in that it is a government and private enterprise, 
lending much legitimacy to the incubator’s social objectives. QF has additionally been identified as a critical 
partner due to the geographical situation of thheir largest projects Education City (EC) and The Science and 
Technology Park (QSTP). The Shamal Road running between EC and QSTP connects 0.3 million of Qatar’s 
residents with the capital city, yet more importantly, connects QF’s 20,000 employees with their office 
space 252 days of the week.  
 
Table 1 – Site Development Map of EC and QSTP, Qatar Foundation 
 
To Doha City 
Shamal Road,      
Heading West  
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At 89% complete, EC supports eight international satellite university campuses, five national 
economic development organizations, four family development and support organizations, ten 
organizations with social objectives and one cultural entity, The Modern Art Museum of Qatar.  QSTP, at 
two thirds complete, is a cradle of development and innovation hosting seven research institutes, two 
world–class medical facilities and one venture firm. Combined they provide fifteen satellite offices to 
multinational companies engaged in entrepreneurial ventures and innovation.  The business incubator 
through its social and economic objectives would complement QF initiatives.  
The scope and breadth of Qatar’s planned economy has ramifications on the conduct of business 
operations and entrepreneurial activities. This makes collaboration with the planned and social sector 
imperative for achieving social goals, and the strip off the Shamal Road integral to reaching 
design’s target consumers.  
design seeks capital funding of 7 million QAR (excluding provision of facilities) or 5.5 
QAR million (including the provision of facilities). The provision of facilities would reduce operational costs, 
accelerating break-even point to year 2, rather than year 4. 
 
Revenue to Projected Scenario (QAR) Year 0+1  
(Accrued) 
Year 2 
(Accru) 
Year 3 
(Accru) 
Year  4 
(Projected 
Estimate) 
Year  4 
(Accru) 
Accrued Revenue  71670 2841823 5866400 4000000 9866400 
Inflation (3% Rate) 69600 2758700 5773200 -120000 9693204 
Accrued Costs  
(All Facility Costs Provided by Sponsor) 
-1975500 -3632500 -5373110 -2000000 -7373110 
Balance  -1905900 873800 400090 1880000 2320094 
Accrued Costs  
(Rent and New Facilities Costs Covered By Local 
Design) 
-2800500 -4707500 -6703110 -2100000 -8803110 
Balance  -2730900 -1948800 -929910 1980000 770094 
 
Figure 1 - Projected Accrued Revenue and Costs by Sponsorship Scenario (Year 1- 3) 
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MARKET RESEARCH 
 
design’s core competence lies in sustainable customer value, competitor 
differentiation and brand extendibility1.   
Pre-launch our marketing strategy is proactive (based on estimations of the market 2 specific 
points), turning reactive (benchmarking against competitors) with the inflow of validated sales. Our 
business development strategies aim to organize the market through market evangelism. This is possible as 
we have identified a growing market sector and market share leaders providing substitute products we aim 
to displace. 
Primary research of a sample set2 of 83 EC-based employees indicated that, 35% felt a store was a 
missing utility in EC and had used their lunch break to purchase a gift item for a friend or colleague in the 
previous week. 54% felt it was an impulse purchase and 67% of those indicated that the purchase was not 
what they had in mind. 71% felt they would have made a better decision if they had more time and 64% 
said they would have made a better value purchase if they had a wider selection.  
The primary research revealed a gap; asked what they were initially seeking to purchase, 87% 
indicated ‘gift item’, but a categorization of the context of the purchase was sought: 88% indicated 
‘greeting card’, 75% ‘gift item’, 34% ‘food item’, 12% ‘apparel’, 35% ‘home wear’.  
Similarly, when asked if environmental factors impacted their purchase, 42% said yes. When asked 
if ethical issues factored into their purchase 33% said yes. Asked if another option with unique value 
featuring reduced environmental and social cost was present at double the price of the particular product 
in question, 53% said yes. These results indicate an inelasticity of price to demand and a higher inelasticity 
to add-on social and psychological value.  
Considering driving conditions in Doha and the average lunch break bring one hour, a distance of 
up to 5 Km creates a critical factor in cognitive decision making.  
Working hours for EC staff, our main target segment, vary between 6:30 a.m. to 6:00 p.m. 
design timings and events as designed to fit into the EC employee day schedule but not 
exclude outside visitors. Our physical store and online forums actively seek to engage visitors with their 
communities through intimate narratives on art and culture that reflects regional pride.   
                                                          
1
 Hamel and Pralahad (1994) “Competing for the Future” 
http://books.google.co.uk/books/about/Competing_for_the_Future.html?id=PlML2w8dhJ0C 
 
2
 See appendixes, 1.2 Survey  
 design 
 
8 
Competitor Analysis  
 
A radius sweep around EC turns up a small number of independent retailers (local and 
international), in the newly developing area of Gharafa. The majority are clustered  in Landmark Mall, 5.4 
kms from EC. This mall hosts 50+ international franchise outlets selling a variety of retail items with few 
offering locally produced products or those primarily marketed on ethical production or social values.  
 
Table 2 - Google Earth View of Gharafa, Qatar 
 
The competitor analysis revealed several competitors providing similar (substitute) products, 
however locally and ethically sourced/designed products are only available at seasonal fairs. Qatar’s high-
income populous tends to cluster around seasonal events for social as well as practical purposes as these 
fairs which draw 500 vendors a year and over 30,000 visitors target a number of residents dissatisfied with 
the narrow scope of product offering in Qatar - resulting from a small concentration of firms involved in 
importing bulk goods and the remainder being franchise operations with product with a uniform 
distribution refreshed on a quarterly basis. While budding brands such as those present at fairs can be 
conceived of as competition, they are also potential future suppliers. design’s strategy thus 
includes a heavy presence at all craft fairs and bazaars, either in the form of sponsorship, supplier 
recruitment and/or product display.  
 Landmark Mall 
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Competitor Product 
Overview 
Established 
In Qatar  
Branding Price Range  Sourcing 
 
Home wear and 
furnishings  
2005 Total Home Experience Very High 5 International franchise 
5 Ethical sourcing, if 
done, not marketed  
 
Body care 2000 Beauty products 
inspired by nature 
Moderate to 
High 
5 International Franchise 
 Ethically sourced 
 
Body care 2006 Handmade soaps High  5 International Franchise 
5 Ethical sourcing, if 
done, not marketed 
 
Home wear and 
furnishings  
1990 affordable fine 
furniture & 
furnishings, home 
accessories, 
kitchenware & gift 
ideas for all the family 
Low to 
Moderate  
 Local  (regional 
franchise) 
5 Ethical sourcing, if 
done, not marketed 
 
Accessories and 
gift items 
2011 Every purchase 
supports the Museum 
of Modern Art 
Very High  Local (carries regional 
designers) 
5 Ethical sourcing, if 
done, not marketed 
  
Hand-made 
Apparel, home 
wear, gift items, 
perishables, body 
care, accessories 
1992 Fundraising for  local 
societies  
Moderate to 
Very High 
 Local (locally 
organized) 
 Ethically sourced 
(social cause) 
 
Apparel, home 
wear, gift items, 
perishables, body 
care, accessories 
2001  Fundraising for local 
charities  
Low to 
Moderate 
 Local  (locally 
organized) 
 Ethically sourced 
(social cause) 
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Target Market  
Qatar is an exciting place to be from a business perspective. It has one of the highest levels of 
income per capital, high wealth distribution, and consumption rates to match3. A relative comparison 
shows that residents of Qatar spend more on apparel and a significantly high percentage on food and 
other merchandise.  
Country  
All 
food  
Clothing and 
footwear  
Fuel and 
Accommodation 
a  
Health care 
b  
Education b  
Transport & 
Communications  
Other  
Qatar  22  12  11  5  13  8  29  
Bahrain  32  7  8  1  6  9  37  
United 
States  
13  9  9  4  6  8  51  
Data represent percentage of consumption in PPP terms.  
a Excludes energy used for transport.  
b Includes government and private expenditures.  
Table 3 – National Consumption PPP Comparison, World Bank’s World Development Indicators 2010. 
 
Qatar has the second high national GDP in addition to a wealth distribution of 34.6% between the 
poorest and richest 10%, leading to one of the highest incomes per capita in the world. Not surprisingly, 
Qatar also has one of the highest rates of consumption per capita in the world.  
Qatar’s GDP grew by 16%, increasing the average per capita income4 from 321,2005 QAR to 
372,592QAR per annum (amongst expatriates and nationals). An income distributed over national 
consumption rates is presented below,  
 
                                                          
3
 See appendixes, 1.1 Regional Profile  
4
 Weighted to wealth distribution 
5
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Table 4 – Average Distribution of Individual Spending in Qatar 
 
The market for apparel and novelty items is estimated by this report to be at 152,762QAR (44,711 
and 108,052 respectively).  The market for apparel making up 12% of average consumption in Qatar is 
comparably larger than the next ranking regional counterpart, Bahrain at 7%. In Qatar this average spend 
multiplied by the number of residents produces a market share totalling 80,479,800,000QAR per annum. 
Projected sales of 765,000 in year 1 (based on the assumption that we sell 10 items with an average price 
of 300QAR per day), aim to capture 0.0009% (66,000QAR) of the market. This is equivalent to 1620 
consumer interactions/sales (assumption of 1 sale item per person). 
The average person spends 81,970QAR on food items annually, totalling a national market share of 
147.5 billion QAR per annum. We aim to capture a relatively small percentage of revenue in the first year 
with the launch of an on-site (outsourced) gourmet bakery and café. Based on the assumption that we sell 
at 500QR per day, we aim to capture 0.0001% of this market in year one.  
29% of average per capita spending is on discretionary non-commodities totalling to an average 
annual individual spend of 108,051QAR and a market share of 194,493,024,000QAR. Our largest market 
share penetration however occurs in this category.  Accessories, greeting cards, home wear and other 
luxury items constitute the largest intended market share acquisition at 0.01% (based on projected sales to 
market share of 2,000,000QAR per annum). 
 
 
 
 
22% 
12% 
11% 
5% 
13% 
29% 
8% 
50% 
   
All food
Clothing and footwear
Fuel and power a
Health care b
Education b
Other
Transport & Communications
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Target Consumers 
 
In countries which have been investing in economic development for longer than the relatively new 
nation of Qatar, entrepreneurship is strongly influenced by modern trends of ethical consumerism. This is 
perhaps largely due to some geographic isolation. Regardless, consumer sovereignty is growing with the 
increasing concern of growing populations, increasing consumption and decreasing resources. Qatar has 
somewhat been sheltered from ‘green trends’, due to prosperous economic conditions however increasing 
internet penetration is delivering a more informed and consequently more value seeking consumer. 
Additionally, heavy diffusion from multi-national brands and a highly transient population have created a 
local intrigue with new consumer habits.  
The average consumer has a disposable income of 108,051QAR per annum, they also have a high 
affinity to products that reflect individual thinking and regional pride because of the macro socio-economic 
conditions of the region.  
For maximum impact in this market, the add-on value of the products and services needs to be 
highly visible and open for engagement.  Products offered on the market currently are sold as commodities, 
marketing only product’s primary functional purpose. This is most likely because of known consumer high 
elasticity to price. Consequently, the product’s story, from manufacture to point of sale is lost. This 
exchange is captured by design products, offering a unique portal of social connections to the 
consumer.  
A qualitative analysis of the design consumer finds that they are non-passive, seeking 
products and services that they can define themselves through a purchase and linkages with similar minded 
people. Inclusion within our social network to people and ideas is open to the public both online and at our 
events. This increased bond helps our consumers build relationships and our entrepreneurs scale their 
brands.  
The survey showed that people in EC were willing to spend more for more value, especially if the 
item primary purpose was checked as ‘gift’. Percentages from the representative sample taken of EC 
employees on the nature of impulse purchases was applied to the known average consumer spend for food 
items. Applying the results of the survey of EC employee preferences to all EC employees and correlating 
spending patterns with average consumer spend estimates the total spent on gift type food items by EC 
employees at 27,870QAR annually.  
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Of the 61.48% respondents who completed the questionnaire, only 34% indicated that they had 
used their lunch break to purchase a gift item for a friend or colleague in the last week. If this level of 
probability is applied to EC employee population, it indicates that 6759 trips are made from EC to the 
nearest retailer outlet weekly for the purpose of an impulse purchase. If the average purchase value is 
applied to this number of trips with the intention to purchase, and weighted against the item type and 
average value (making the assumption of one purchase type per day), the total is 4460 purchases of gift 
items, 811 apparel, 2298 food items. Making correlation with consumption trends and spend average 
values the spend of EC employees on gift type items at 1,320,160 QAR (not including apparel and food), 
1,419,504QAR including apparel. This analysis indicated that 5633QAR is spent on gift type items per 
working day in Education city.  
In addition to the 28 food type purchases, the 83 respondents indicated the purchase of 164 items 
in ‘greeting cards’, ‘gift items’ and ‘home wear’.  Making the assumption that a general consumer makes 1 
type of this purchase per day, 296QAR (average gift price), estimates the value of these purchases at a 
further 24,570QAR.  
Qatar population of 1.8 million consists of 15% nationals, 47% migrant workers and 38% 
expatriates, with 1.2 million estimated to be ‘urbanized, living in the locality of the capital city, Doha. 
design secondary target consumer segment of 94,957 expatriates are perceived to have a 
large disposable income and an affinity to seeking add on value from their purchases.  This segment is 
derived by breaking down the expat population consisting of 684,000 (460,673 are estimated to be male 
and 189,914 to be female between the ages of 15 and 64 years) with a median age for women of 27.8 
years.     
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COMPANY OVERVIEW  
 
 design’s operations are funded by two revenue streams, product sales and services.  
 
 
Figure 2 – Projected Revenue From Products And Services In (Years 1 to 3) 
Our mission at design is “Innovate. Create. Co-habitate”, this is a mantra that 
communicates our values and our unique selling point. Our vision, to “sustainably scale local designers” is a 
slogan that focuses our entrepreneurial operations as we organize a budding market.  We use utilize the 
following objectives to do this,  
 Provide the best services for designers looking to scale their brands  
 Become a recognized regional brand for ethically sourcing local design 
 Provide extended services that facilitate managerial and entrepreneurial thinking   
 Provide an environment that allows for community collaboration 
Additionally, our situation in the economic environment encompassing all three sectors enables us 
to pursue reciprocity of social goals through our business principles, 
 Put People first in our interactions 
 Quality first in our operations 
 Create growth in our endeavours 
 Appreciate and reward those around you 
 Think clearly and remove bureaucratic structures  
An analysis of the future industry conceives multiple futures arising from an increasing dependence 
on scare resources, all with strong themes of “ultra-collaboration”. Collaboration combined with strong 
industry, regional and community linkages reduce uncertainty in terms of strategy is a requisite for 
identifying strategic and technical threats. Over time we aim to build a regional reputation for supply locally 
sources and locally designed home wear and apparel. 
0
2,000,000
4,000,000
6,000,000
8,000,000
10,000,000
12,000,000
Year 1 Year 2 Year 3
Products
Services
Total Revenue
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PRODUCTS AND SERVICES 
 
We offer a portfolio of locally designed products, local designers, and local businesses open to 
collaboration. The phased sample concept lines are divided into 5 categories: 
i. Personal Accessories (jewellery, hand bags & hair accessories) 
ii. Home Accessories (frames, hanging art, greeting cards & bowls) 
iii. Apparel (children‟s  and women‟s dresses, tunics & skirts) 
iv. Outdoor accessories (hammocks, planters & benches) 
v. Furnishing (sofas, seating, tables, shelving & racks) 
vi. Perishable products (soaps, lotions, balms, honey, home-made jams, chutneys & bakery) 
 
Range lines above are coded for progressive implementation. Locating vendors that have capability and 
determination is only the first step to fulfilling our profits and milestones. Commercializing the incubator‟s product and 
services hinges on meeting annual primary key performance indicators in terms of designers engaged, products sold, 
profit turned over for the incubator and the designers. 
 The design cluster is a register of solo designers (Individual line), impact designers 
(Individual(s) with a local cause), grass-roots groups working to alleviate local causes ( Local societies), 
registered formal groups with social objectives (Local charities), resource providers ( Raw Resource 
Supplier) as well as interns from design disciplines at local universities (Skill Provider).  
We facilitate the appropriate environment for collective success through the provision of a physical 
and online shop front. This is supported by associated premier services ,  
i. Innovations workshops    free (at cost-marketing spend) 
ii. Networking events    free (at cost-marketing spend) 
iii. Managerial lunch time classes   Purchase set quarterly tickets 
iv. Brand Scaling Consulting Services (legal, technical) 2000 QR/session 
v. Packaging & Design Consulting Service  500 – 2000/session 
vi. Provision of display space    1000QR Annual registration fee+15% commission  
vii. Mentorship program    10000/Annual subscription fee 
viii. Skilled outsourcing services   50QR/hour 
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THE BUSINESS MODEL 
 
Step 1 Step 2 Step 3 Step 4 Step 5 Step 8 Step 6 Step 9 Step 7  
 Recruit Process  Quality 
Control 
Services Display Inventory Point of Sale  Social 
Reporting 
Marketing 
 
Individual line 
Individual(s) 
with a local cause 
 Local societies 
Local charities 
 Raw Material 
Supplier 
Skill Providers 
Designer meet (by 
appointment) with 
brand specialist to 
register concept 
and estimated batch 
intake quantity and 
frequency.  
Range lines:  
Accessories 
Home wear 
Apparel 
Outdoor 
accessories 
Furnishing  
Skill, ideas and 
resources are 
imitable but quality 
produced products 
provide sustained 
sales and brand 
loyalty.  
Quality control staff 
review product 
batch at this step. 
Items deemed to be 
of good quality and 
appropriately 
packaged got o step 
5. Below-par quality 
items are 
recommended to 
services. 
Innovations 
workshops and 
networking events 
are free cost entry. 
The intention is to 
generate interest 
and footfall. These 
events are hosted in 
the retail space.  
Managerial lunch 
time classes, brand 
scaling consulting 
services are 
provided with skilled 
consultants  
Mentorship program 
and outsourcing 
services are 
resource intensive 
because of the 
nature of the 
relationships 
sought. Provided in 
year 2 and at high 
cost.  
display space 
provision provided 
at annual free to 
encourage cyclical  
consideration of 
brand profitability. 
An additional 
consignment fee 
taken for each 
product sold.  
Events                  
 20% 
Physical store 
15-30% 
Online store         
 10% 
Our system 
calibrates sales and 
profits per supplier. 
Top performer s in 
this criteria have 
their products taken 
to events attended 
by 
design 
The efficiency of 
this system is key to 
our efficiency and 
performance as it is 
highly dependent on 
suppliers‟ 
performance. 
Market approval of 
style, functionality 
and price at this 
point. 
Data from this step 
is correlated with 
data from step 2 to 
measure incubator 
performance to 
KPIs 
This data is fed into 
the online store 
data, inventory data 
and data used for 
strategy 
development. 
As the primary 
objective of the 
venture is to meet a 
larger social need, 
social reporting 
plays a critical role 
in ascertaining 
design 
performance. It is 
based on this 
information that 
marketing strategy 
is formulated and 
deployed. 
 
Our achievement 
feed directly into our 
marketing. This 
communication 
helps us eliminate 
„gray marketing‟ and 
hone our message 
to the needs of the 
market.  
Quantified positive 
externalities of the 
products and 
services feedback 
directly into our 
recruitment 
strategy.  
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RISK ANALYSIS  
 
An analysis of this venture’s strengths, weaknesses, opportunities and threats identified that our 
core competence, managing network relationships strategically, is a resource intensive process. 
 Beneficial Harmful 
 Strengths Weaknesses 
In
te
rn
al
 
Unique vision 
Cohesive business model 
Interested suppliers signed on 
 
 
Business model with many minor components 
Instituting commitment from suppliers to targets 
Summer months usually slow for business as most 
migrant workers travel home during hot summer months 
Products sold not patented or trademarked legally 
 Opportunities Threats 
E
xt
er
na
l   
Emerging artists                                                                                                                                                                                                                   
Resources to expand to new retail spaces in 
developing areas of Doha 
Kiosk for tourist areas of Doha 
Achieving below target sales
Insufficient human capital in terms of suppliers 
Insufficient human capital in terms of employees 
Increasing costs of doing business 
Seller selling in multiple distribution channels – can have 
negative impact on their brand and consequently ours 
New competitors 
 
 
 
Figure 3 - Local Design Pre-Launch SWOT Analysis 
 
As such, acquiring organizational learning and knowledge is key to mainstreaming this process 
efficiently. Achieving this will be done through transparent interdepartmental communication prioritizing 
conceived threats and solutions, and assigning accountability to requisite departments.  
 
Action Origin Description Activity Required Owner Target Date Status 
Business 
Development 
Seller selling 
in multiple 
distribution 
channels – 
 
can have negative 
impact on their 
brand and 
consequently ours 
Provided courses on 
importance of 7Ps of 
Marketing as part of 
introductory concise 
business course to all 
new signed on suppliers, 
Director of 
Operations to 
work with 
Business 
Development to  
coordinate 
Pre-launch Open & 
Urgent 
Creative 
Director 
Business 
model with 
many 
components 
Internal unity critical 
to achieving targets  
Weekly meetings in the 
first 6 months, Bi weekly 
in the second 6 months 
then monthly.  
Assistant to 
Creative 
Director to 
coordinate 
Pre-launch Urgent 
Marketing Kiosks Developing tourists 
areas in Doha 
provide opportunity 
to expand the brand 
Develop look that looks 
good in areas while 
remaining true to brand 
motifs 
Director of 
Marketing 
End of Year 
1 
Open 
Business 
Development 
Unique vision Continue to 
Develop linkages 
that corroborate 
Power business 
development through 
analysis of internal data  
Director of 
Business 
Development 
Quarterly Open 
Figure 4 - Internal Post-Launch SWOT Analysis Sample 
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A macro analysis of the macro business environment found varying factors with potential impact of 
business strategy. The main identified feature is inelasticity behaviour to price due to favourable national 
economic conditions and existential psychological needs unique to the region.   
 
Issue Impact on Business Operations 
Political:  
National stability, regional instability  
 
Sheikh Hamad bin Khalifa al-Thani has introduced a degree of political 
liberalisation unprecedented in the Gulf region. (Business Middle East, P. 
11-12, 2012) 
 
No trade tariffs or taxes 
Help spread some of the national stability to 
the region through branching business 
relationships. Individuals seeking national 
identity and  regional pride in times of 
political hardship for the region 
 
EconomiP:  
High Cost of Living It ranks 167th out of 214 cities across the world” 
(Mercer Index 2011). 
 
Consumer spending power high as country has  “High income: non-
OECD” per capita  (World Bank) 
 
“Young Qataris also tend to have access to the resources they need to 
start a business” (Loschky J and Dewan J., 2012) 
 
“Qatar is home to more young aspiring entrepreneurs than any other 
country in the Arab world - One in three Qatari nationals between the 
ages of 15 and 29 (33%) say they plan to start a business in the next 12 
months, the highest percentage to say so in the Arab world in 2011. 
Across the Arab League, a median of 9% of young people are aspiring 
entrepreneurs.”  (Loschky J and Dewan J., 2012) 
Less pressure on local pricing strategy, 
impact on exchange rates for online sales 
 
Relationship driven sales mean a longer 
consumer recruitment cycle  
 
“Consumer demand for luxury and 
discretionary goods is set to increase” 
 
Increasing internet penetration means 
evolving existential awareness of consumers 
on a personal level to global macro 
environment 
Socio-cultural:  
Local produce uncommon, most products imported (Middle East 
Economic Digest, P.11-12, 2012) 
 
Shiekha Moza, First Lady, voted most fashionable leading national 
ambassador two years running (Vanity Fair) 
 
Arabic is official national language but all business conducted in English 
due to high cosmopolitan culture and need for common language 
Fashion and trends highly valued 
 
Popular tourist destination “among leisure 
travellers, international shoppers, and 
pilgrims”. (GCC Retail Report)  
 
Difficulty in dealing with some suppliers due 
to cosmopolitan national make-up 
Technological:  
Internal connectivity through innovate business information systems not 
common in Qatar 
Unique features, continually improve on this 
internal feature to make it more integrated 
with operations and user friendly 
Environment:  
No recycling plants or green awareness in Qatar Products made from recycled materials 
highly regarded/regarded with suspicion. 
Marketing needs to focus on consumer 
awareness 
Legal:  
Procedures and laws set but rarely followed 
 
No product Labelling requirements except for food items 
Need to get health and safety check, train 
staff, and get license to start selling food 
products from year 2+ 
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An overview of industry competitiveness identified that above average sector growth (CAGR of 
10.7% between 2010 and 2015), combined with an “expanding population base acts as a robust demand 
driver”6, provides a thriving market for retailers, 
 
 
 
 
 
These conditions attract a high number of market entrants, meaning that a unique offering is 
critical for capturing the required target segment. As we aim to attract local designers, the stress is on 
ensuring that competition is conducive to success rather than bring a de-motivational factor for contracted 
suppliers. This puts us in the business of creating human reactions, as well as retail.   
 
                                                          
6 GCC Retail Industry Report (2011) 
http://www.alpencapital.com/downloads/GCC%20Retail%20Industry%20Report%202011_1%20November%202011.pdf 
 
 
Threat of New Entrants 
HIGH 
 High propensity to save due to high disposable 
income 
Government policies encourage growth of the private 
sector, conseuqently banking policies also reflect this 
making gaining access to capital easier 
Limited brand identity 
Bargaining Power of Suppliers 
MEDIUM 
Low concentration of suppliers 
Low costs of doing business due to a large migrant 
population which has a heavy impact on labour costs 
Low switching costs 
Threat of Substitutes 
HIGH 
Low switching costs 
Many substitutes available on the market but 
dispersed in terms of geographic location 
Price sensativity to commodity type products 
Bargaining Power of Buyers 
MEDIUM 
Price inelasticity to unique offerrings 
Limited dioverisity of national competitors and 
Importing purchases by regular mail or shipping costly 
and not reliable 
Availability of modern and sophisticated products    
 
Intensity of Rivlary 
MEDIUM 
Robust market growth 
Majority of operators are international franchises making the threat of extendability of 
services or brands in country low  
Limited diversity  
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HUMAN RESOURCE MANAGEMENT 
 
The main identification of the risk analysis is the criticality of seamless integration to achieve 
resource efficiency to output. This focuses design on being an entrepreneurial organization,   
increasing operational performance while reducing cost through innovative operational philosophies - 
making the human resource integral to our operations.  
Qatar’s economic structure sees highly centralized power in industries, meaning there can be much 
bureaucracy in process and little competition in the market structure. Setting a benchmark standard in the 
budding design industry to organize the market will require a strong investment in people.  
 
Figure 5 –Projected Operational Expenses (Years 1 – 3) 
The executive team fits to market the strategy that enable us to provide successful structure for 
aspiring designers. Out staff possess the regional knowledge, industry specific knowledge, and a grasp of 
the macro environment. More importantly we have the policy to support them through, 
 Continuing staff induction  
 professional development opportunities  
 open communication policies 
 Rewards for doing things different, and better. 
Department managers (tiers 1-3) primary role is overseeing the ‘whitespace’, future strategy and 
functions where departmental intersect, and analysing internal performance data. Tier 4+ positions are 
broken down into specific tasks which are outsourced to roles. These roles can host full time employees, 
part-time employees, and interns. Breaking roles down identifies the economics of the business, evaluation 
is done by measuring performance by person and task. An illustration of management structure is 
presented below.  
0
500000
1000000
1500000
2000000
Year 0 Year 1 Year 2 Year 3
Services
Marketing
Human Resources
Information Technology
Facilities
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As the business incubator model is highly dependent on vibrant tiered relationships, 30% of the 
organizations resources and capital is put towards evaluating both managers and staff to identify ‘game 
changers’ within the incubator’s network. Qualitative assessment of suppliers, interns, part-time staff is 
based on an assessment metric in our open database that assesses interpersonal skills, flexibility, problem 
solving, communication, awareness, initiative, pro-activity, validated sales, etc. based on time-series data 
inputted into the system weighted against quality of work for each inputted item. This isolates 
performance by task allowing us to continually measure for efficiency and use the data to feed back into 
organizational operations. Locking resources within the economics of the business minimizes operational 
risk by correlating reward, capital distribution, social development, industry development within roles to 
overall performance.  
Managers’ assessment differs to include metrics that assess leadership and skills critical to building 
our core competence, proprietary knowledge and industry linkages through formalized strong-ties.  
 Recognition of innovative strategy 
 Support of exchange of ideas 
 Investment in training  and development  
 Communication of firm objectives 
 Clearly defined innovation strategy 
 Failure assessment 
 Recognition and assessment of external factors  
 Shared vision of growth 
 Rewards and recognition 
 Support for innovative ventures 
 Commitment to deadlines 
Creative Director 
External 
Business 
Development 
Internal 
Consulting 
Services 
Graphic 
Design 
Brand 
Designers 
Industry 
Linkages 
Specialist 
Raw 
Resource 
Suppliers 
  
Mentorship 
Program 
Coordinator  
 
Marketing 
Event 
Coordinator 
Social 
Reportin
g 
 
Cheif 
Administrative 
Officer 
Online 
Experience 
Designer 
Retail 
Outlet 
Manager 
Shop 
Assistants  
Financial 
Controller 
 Board of 
Governors Management 
(tier 1) 
Management 
(tier 2) 
Management 
(tier 3) 
Personnel 
(tier 4) 
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SALES & MARKETING 
  
Industry is rapidly scaling in Qatar with overall growth projected at 16% per annum. Rapidly 
growing national and expatriate population, projected increasing disposable incomes, and heavy 
government investment in growing the private sector (which currently only makes up 15% of the national 
economy) sees general market share expanding more quickly that our target segment projections.  
Resources in year 1 will be dedicated to launching the brand, from year 2 onwards we aim to 
increase sales aggressively. We aim to increase the sales of our apparel designers by 50% in year 2 (based 
on assumption selling 15 apparel items/day at median price of 300QAR) and an additional 50% in year 3 
(based on assumption selling 30 apparel items/day at median price of 300QAR). Making the assumption 
that the soft open takes place early in 2013, the estimation of the apparel market in year 1 (2013) is 
80,479,800,000QAR and projected to increase to 93,356,568,000QAR in year 2 (2014) and 
108,293,618,880QAR in year 3(2015).  This aggressive sales strategy is supported by the expansion of the 
physical floor space, increased attendance at local events as well as increased supporter presence and stall 
size. In addition, online marketing initiative increases drastically from year 2 onwards. The impact on 
operations falls to recruiting local designers with quality novel design, able to compete against new market 
entrants and established multi-national brands entering the market from 20 14 onwards. Our strategy is 
not to compete on price as new entrants might but to maintain a pricing strategy that is reflective of the 
local narrative the item of clothing is resultant of.  We aim to capture 0.0014% of the market in year 2 and 
0.0028%, however as this industry is expanding, our market share pursuit in year 2 will actually seem to 
have decreased at 0.0012% (1,134,000QAR) in year 2 and 0.0021% (2,268,000QAR) in year 3. 
The market for consumable perishables is currently 147,546,432,000QAR. Making the assumption 
that industry continues to grow at 16% for the next two consecutive years, this market share is estimated 
to increase to 171,153,861,120QAR in year 2 and 198,538,478,899QAR in year 3. These figures however 
relate more to the grocery market industry providing commodity type products while our offering within 
this segment will consist of freshly baked and poured gourmet type items at up-market prices.  
Although every foot we take away from the customer cuts into our profits, the incorporation of a 
café and bakery (cakery) is strategic as it has several benefits; creating a communal space for visitors that 
facilitates discussion, ensuring customers linger longer in store, increased event planning scope, creating 
flow through the retail space, brand extendibility and building community strong ties. In the first year, the 
cakery will be outsourced under an exclusive agreement to a local society, Cats in Qatar, who have earned 
a reputation in Doha for their baked treats. This arrangement will help them turn over much needed 
revenue and help us achieve required store footfall and sales. Annual review of this agreement includes 
consumer feedback and well as internal feedback on operational costs to benefits.  
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Figure 6 – Cats in Qatar Cakery Concept 
 
In year 2 we aim to increase sales to 1000QAR per day through promotional events held at 
design, increasing generated cakery revenue by 50% to 252,000QAR per annum. As the 
consumable goods sector is rapidly growing, despite an increase in sales, our target market size will actually 
appear to have decreased to 0.0014% in year 2 and a further 0.0025% in year 3.  
Personal accessories & home accessories are items which can easily be expanded with online sales 
and promotional events because they are easier to transport locally to promotional events and 
international through B2B and B2C online sales. Additionally, this category is more likely to be an impulse 
purchases or gift item as these products do not require fitting for size, making these items easiest to 
inventory and store surplus stock for internal and external use. This category presents our most aggressive 
sales strategy in year 2 and 3 and the largest source of generated commission from sales. In year 1 we 
project to sell 7936.5QAR per day through the retail outlet, in year 2 we aim to sell 15,873QAR per day 
from this segment and 26,984QAR per day in year 3. This rapid increase will be supported heavily by online 
marketing from the end of year 1 (2013) onwards.  
Outdoor accessories and indoor furnishing are the most challenging inventory segment as they are 
high in price and in terms of the space they take up. This makes them less likely impulse purchases for the 
consumer meaning that they remain on display and in inventory longer. Additionally, they achieve less 
online sales. Consequently, commission on these items tends to be double that of other stocked items at 
30%. It is important to ascertain that this is an important offering for us as this segment is our most 
competitive offering in terms of uniqueness to current local offerings. The median price for outdoor 
accessories and furnishings is approximately 2,275QAR. We aim to sell 81,900QAR revenue in these items 
in year one and increase sales by 10% only in year 2 (90,090QAR) and year 3 (99,099QAR) in this category 
due constraints of physical space in our retail outlet can only increase sales in this category incrementally. 
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Our strategy is to increasing marketing of the designers behind furniture lines to increase sales and to 
peruse local B2B sales (hotels, offices) from year 2 onwards 
 
 Year 1 Year 2 Year  
Apparel Median Price  300 300 300 
Value of Daily Sales Targets (252 business days/year)  3000 4500 9000 
Target Sales per Annum 66,000 1,134,000 2,268,000 
Annual Increase (percentage) -- 50% 50% 
Perishables Median Price  20 20 20 
Value of Daily Sales Targets (252 business days/year)  500 1000 2000 
Target Sales per Annum 126,000 252,000 500,000 
Annual Increase (percentage) -- 50% 50% 
Accessories 
& Gifts 
Median Price  168.75 168.75 168.75 
Value of Daily Sales Targets (252 business days/year)  7936.5 15873 26984 
Target Sales per Annum 2,000,000 4,000,000 6,800,000 
Annual Increase (percentage) -- 100% 70% 
Outdoor 
Accessories 
& 
Furnishings 
Median Price  2275 2325 2400 
Value of Daily Sales Targets (252 business days/year)  325 357.5 393.25 
Target Sales per Annum 81,900 90,090 99,099 
Annual Increase (percentage) -- 10% 10% 
 
 
Table 5 – Launch to Year 3 Sales Overview 
 
In addition to our valued consumers, design has another main consumer segment 
which is just as vital to our operations, our local designers. The supplier segment registering labels with our 
business incubator is made of national and expatriate women expanding our secondary target segment to 
184,957. The distinction between the two target segments is critical as it directly affects communication 
methods and channels While both groups view the interaction as a psychological contract, based in trust 
and loyalty, individual needs from the interaction differ. While luck is overestimated, word of mouth is 
often underestimated in business. By creating a collective affinity we aim to turn our consumers and sup-
pliers into “bringers of the good news”.  
Our communication strategy recognizes this and is elaborated on in the next page. This function, 
under Marketing is a science, calibrating recruitment needs (suppliers, consumers, designers) in requisite 
quantities to support operations. Marketing pre-launch is concerned with targeting consumers, placing 
communications in the appropriate channels both pre-launch and after. After launch, the role of marketing 
shifts to recalibrating communication strategy by collecting and benchmarking operational data against 
market data and validated sales.    
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Segment Profile Target 
Segment 
Segment 
Size 
Number 
required  
Segment Concentration  Communication Channels Strategy  
Individual line 
Designer 
Professional 
Designers 
3 design 
programs, 
90 grads/ 
annum  
60 Students & Alumni; Virginia 
Commonwealth University School for 
Design in Qatar, Qatar University Arts 
program, Texas A&M Engineering 
Qatari Magazines (year 1+); Jamila 
Magazine, Nabdh Al-Hayat, Layalina,  
Regional magazines (year 3+) 
Target psychological achievement 
needs, magazine article feature for top 
performers 
Designer with 
a local cause 
Part-time 
Designers  
100  60 Individuals working with societies 
Craft Fairs  
Coffee Shops 
Qatar Professional Women‟s Network Social clusters. Stories to bloggers 
Magazines; Qatar Happening, Expat 
Woman Qatar 
 Local 
societies 
Grass-roots 
Groups  
30 15 grass-roots groups working to alleviate 
local causes 
American Women‟s Association, 
French Cultural Center, Ras Gas 
Wives Club, Tuesday Ladies Group 
Invite each individual group to on site 
coffe and snacks pre-opening and give 
a private presentation on our mission 
and objectives and how we can help  Local charities Registered 
Charities 
12 15 registered formal groups with social 
objectives. Heavy presence on social 
media. Utilize social reporting 
Personal invitation; Shafallah Center,  
QAWS, Dogs in Doha, Qatar 
Volunteers, Cats in Qatar, 
 Raw 
Resource 
Supplier 
Manufacture 
Related 
Services 
50 15 Najma, industrial area Personal visits Personal visits. Incentivize with network 
inclusion, easy $ for their waste 
materials. 
Skill Provider Seeking 
employment 
5000  60 interns from design, management, 
innovation, technology disciplines at local 
universities 
build relationships with the local 
universities offering program in 
design 
Print social reporting on receipts.  
Build relationships with career 
counsellors at local universities 
Customer  EC 
employees 
20,000 
 
 
 
5437 EC. Seeking tangible attributes Large bold banner in EC Campaign in EC/EC Events 
Watch customers interact with store 
Seeking functionality. Landmark Kiosk Stall for  1 month period 
Tourists 10,000 1100 Hotels  Summer Kiosk in Cultural Village and 
Souq Waqif 
Pamphlets feature designer narratives 
+ AMEinfo.com 
Expat women 94,957 10,000 Middle income group age 35 – 55 
Shoppers. Seeking brand promise;  
 
 
Physical space allows for personal 
interpretation and engagement viral 
videos 
The Qatar Expo 
Interior experience design team use of 
psychological priming tools, identifying 
words and concepts that activate 
cognition to action. 
International 
Buyers 
B2B Online 
Sales 
50 12 Distributors; Arabian Nights, Oriental 
Carpet, The Wooden Door 
Cultural Shops and museums in the 
Middle East  
Volume sales. Sell at same price so 
have to sell higher bundling product ok 
but no sales promotions on price for all 
products 
International 
(Online) 
Customers 
B2C Online 
sales 
+ 300 Seeking Emotional fulfilment;  
Tear Fund, www.fourhourworkweek.com,  
Advertise on society and culture 
pages that produce links that go viral. 
Like openculture.com 
Push sales unique shopping 
experience and diverse offerings 
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BUSINESS INFORMATION SYSTEMS 
 
Seamless integration of operations through web technology means increased operational efficiency 
at design, this is key to building the brand equity and community loyalty that gives us a 
sustainable advantage in the current business environment.  Inter-departmental connectivity helps us 
determine progress along key performance indicators, proactive resource management and collaborative 
problem solving decreases our operational costs and required personnel.  
Additionally, when designers register with us they pay a 1000QR registration fee, 
design grants access to a tier of free services designed internally that makes the process clear and concise 
through structure. This enables our designers to push their sales as hard as we do for them, increasing their 
chances of success. Along with the provision of a display space, the package includes,   
 
 Blog 
 Access to designer‟s forum; exchange business ideas and tips 
 Access to an online storefront 
 Access to a list of raw material suppliers signed on to our network where they can source materials for up 
cycling more ethically and cost effectively.  
 Invitations to innovations workshops, networking events and a set of tickets for 4 managerial lunch time 
classes 
 
Data storage using cloud computing reduces out IT costs while providing access to organizational 
data from any location. The  design resource management system links tier 1- 3 management  
by communicating operational statics and data. As designers register, the brand and product information is 
fed into the database live using tagging and electronic scanning. Accurate access to inventory data for the 
business incubator and designers is key to ensuring stock availability. Information from quality control and 
sales is collated to generate a list of our featured designers. Designer products repeatedly at the bottom of 
this list will be offered free classes then consulting services to help them refresh their brand. At the point of 
sale, client information data (accessed by last name) will be correlated with sales patterns to generate 
consumer specific recommendations for events and products. Sales information is analysed to direct social 
reporting and marketing strategy.  
Tier 4 Personnel roles are broken down into tasks and submitted on our system and linked to our 
digital communications. Tasks are given a grading of quality when they are submitted by interns and part-
time employees to judge performance and eligibility for future tasks. This decreases the need for interviews 
and the Human resource function.  
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The soft opening launches with a private event one month prior to opening. This period identifies 
where further training and resources are required and establish formal relationships with the local suppliers 
and brands for scaling. The period commences with launching the communication portion to build local 
hype, private invitations (+2) will be sent to a select 300 EC community members with strong social industry 
affiliations and deployment of overt communications (outside of physical store and on online forums).   
 
 
 
 
 
 
 
 
 
The objective of this phase if to observe integration of operational strategy and match the 
specialized software to the incubator needs. 
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FINANCIAL FORECASTING 
  
 All figures included in these projections are heavily reliant on qualitative assumptions that current 
national and regional market conditions will continue and the growth, inflation and depreciations estimates 
are close to future market conditions. The projected profit analysis for product offerings shows that 
accessories and gifts is the top earning category followed by apparel. This data help guide marketing’s local 
designer narratives.  
 
Figure 7 - Projected Revenue from Commission on Products in (Years 1 – 3) 
In the service offering, mentorship is projected to be the top performer in terms of revenue, followed by 
consulting services. This reflects linkages as the incubators most valuable perceived asset. Both areas 
however rely on weak tie relationships making them vulnerable to cycle changes and changes of personnel 
as well as resource intensive. 
 
Figure 8 - Projected Revenue from Extended Services (Years 1 - 3) 
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Breakeven Analysis 
 
We operate at a loss in year one. Breakeven analysis shows that we become self-sustaining at 1.4 years 
and start generating a profit at 1.6 years with the provision of facilities by QF. 
 
 
 
Figure 9 - Projected Costs against Projected Revenue (Costs of Facilities Not Included) 
 
 
Included costs of rent of facilities and renovation move the break-even point to beyond year four,  
 
 
 
Figure 10 - Projected Costs against Projected Revenue (Facility Costs Included) 
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Based on these forecasting assumptions, debt repayment of capital investment of 7 million can be done 
by year 8 in the best case scenario, year 9 in the medium case scenario and year 10 in the worst case 
scenario.  
  
 
Figure 11 - Debt Repayment Forecasting 
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Appendixes 1 - Projected Trading and Profit and Loss Account 
 
 
 
  
  Year 0 Year 1 Year 2 Year 3 
Revenue   716,670  2,125,153  3,024,579  
Costs (With Facilities) 1,311,000  3,405,000  3,564,000  3,736,220  
   - IT 217,000  16,000  15,000  20,000  
   - Rent 905,500  1,835,000  1,907,000  1,995,610  
   - Salaries  90,000  1,460,000  1,562,200  1,634,010  
   - Cost of Service 6,000  37,000  42,000  47,000  
   - Marketing Expense 92,500  57,000  37,800  39,600  
Profit/ Loss (1,311,000) (2,688,330) (1,438,847) (711,641) 
 
 
 
  Year 0 Year 1 Year 2 Year 3 
Revenue   716,670  2,125,153  3,024,579  
Costs (Without Facilities) 405,500  1,570,000  1,657,000  1,740,610  
   - IT 217,000  16,000  15,000  20,000  
   - Salaries  90,000  1,460,000  1,562,200  1,634,010  
   - Cost of Service 6,000  37,000  42,000  47,000  
   - Marketing Expense 92,500  57,000  37,800  39,600  
Profit/ Loss (405,500) (853,330) 468,153  1,283,969  
 design 
 
33 
Appendixes 2 - Projected Cashflows 
 
 Year 0 Year 1 Year 2 Year 3 
Balance (BF)      
Incoming     
Sales  716,670 2,125,153 3,024,579 
Loans (7,000,000) (7,000,000) (7,000,000) (7,000,000) 
Total      
Outgoing     
Wages 90,000 1460000 1562200 1634010 
Marketing 92,500 57000 37800 39600 
Rent 905,500 1835000 1907000 1995610 
Annual operating Expenses  405,500 1570000 1,657,000 1740610 
Balance (CF) (7,405,500) (853,330) 468,153 1,283,969 
Accrued Debt  (7,542,160) (6,709,007) (5,425,038) 
Inflation(4%)   (7,843,846) (8,112,206) (8,329,207) 
 
 
 
Figure 12 – Overview of Projected Financials  
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Appendixes 3 - Sales Forecasts & Quantitative Assumptions  
  Year 1 Year 2 Year 3 
P
ro
d
u
ct
s 
Apparel 66,000 >20% 13,200 1,134,000 >20% 226,800 2,268,000 >20% 453,600 
Perishables 126,000 >10% 12,600 252,000 >10% 25,200 500,000 >10% 50,000 
Accessories & Gifts 2,000,000 >15% 300,000 4,000,000 >15% 600,000 6,800,000 >15% 1,020,000 
Outdoor Accessories 
& Furnishings 
81,900 >30% 24,570 90,090 >30% 27,027 99,099 >30% 29,730 
Inter. (Online) Sales  5% of apparel and accessories  103,300 7% of apparel and accessories 57,876 9% of apparel and accessories 132,624 
Revenue 2,273,900 453,670 5,476,090 936,903 9,667,099 2,135,954 
S
er
vi
ce
s
 
Innovations 
workshops 
At cost -- 200 attendees: 60% at cost, 20% 
10QR admission fee, 20% supply 
set at 150  
6,400 400 attendees: 40% at cost, 30% 
10QR admission fee, 30% supply set 
150 
19,200 
Networking events  At cost -- At cost -- At cost -- 
Managerial classes 50 quarterly ticket sets at 1000 50,000 100 quarterly ticket sets at 1000 100,000 150 quarterly ticket sets at 1000 150,000 
Brand Scaling 
Consulting Services  
25 appointments at 2000 50,000 50 appointments at 2000 100,000 100 appointments at 2000 200,000 
Packaging & Design 
Consulting Service  
25 at 500, 20 at 1000, 15 at 2000 62,500 25 at 500, 20 at 1000, 15 at 2000 62,500 20 at 500, 20 at 1000, 10 at 2000 62,500 
Display Services  100 registrations at 1000 100,000 50 registrations at 1000 50,000 50 registrations at 1000 50,000 
Mentorship program 0 at 5000 (silver club), 0 at 7500 
(gold club club), 0 at 10000 
(diamond club) 
0 15 at 5000 (silver club), 10 at 7500 
(gold club club), 5 at 10000 
(diamond club) 
875,000 25 at 5000, (silver club) 
20 at 7500, (gold club club), 15 at 
10000 (diamond club) 
425,000 
Outsourcing service 
 
200 outsourced hours clients at 
50QR/hour 
>5% 
500 
300 outsourced hours clients at 
50QR/hour 
>5% 
750 
450 outsourced hours clients at 
50QR/hour 
>5% 
1125 
Revenue  263,000  1,188,250  888,625 
 Total Revenue  716,670  2,125,153  3,024,579 
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Appendixes 4 - Operational Costs (Launch  - Year 1) 
Department September October November 
LAUNCH 
December January February March April May June July August 
S
er
vi
ce
s 
 
Innovations workshops -- -- -- -- 1750 
(target 
schools) 
-- 1750 
(target 
students) 
-- 1750 
(target vip 
clients) 
-- 1750 
(target 
tourists) 
-- 
Networking events  1000 1500 2500 -- -- 2500 
(target 
profession
al women) 
-- 2500 
(target 
designers) 
-- 2500 
(target 
artists) 
-- 2500 
(target 
EC) 
Managerial classes -- -- -- 3000 -- -- 3000 -- -- -- 4000 -- 
Mentorship program -- -- -- -- -- -- -- -- 3000 3000 -- 3000 
Outsourcing service  1000 -- -- -- -- -- -- -- -- -- -- -- 
M
ar
ke
tin
g 
Concept Development 10000 -- -- 3000 -- -- -- -- 2000 -- -- -- 
Advertising in Doha City -- 5000 5000 2000 1000 1000 1000 1000 1000 1000 1000 1000 
Banner Campaign in EC -- 3000 2000 -- -- -- -- -- -- -- -- -- 
Advertising in magazines 1500 1500 2000 1500 1500 1000 1000 1000 1000 1000 1000 1000 
Seasonal Kiosks  -- -- 20000 5000 -- -- -- -- 5000 
(target 
repatriatin
g expats) 
-- -- -- 
Soft Open -- 5000 -- -- -- -- -- -- -- -- -- -- 
Launch  -- -- 15000 -- -- -- -- -- -- -- -- -- 
Internal Research/ Luncheon -- -- -- -- -- -- -- -- -- -- -- 500 
External Research Breakfast 500 500 500 1000 -- -- -- -- -- -- -- -- 
Public Relations  1500 1500 2000 2500 -- -- -- -- 2500 -- -- -- 
Internal marketing -- -- -- 500 -- -- -- -- -- -- -- 500 
Direct marketing  -- 2000 3000 1000 -- 1000 -- 1000 -- 1000 -- 2500 
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Promotional Events  2000 2000 2000 1000 -- -- 10000 -- -- 1000 1000  
Printed Materials (annual) 2000 1500 1500 500 500 500 500 500 500 500 -- 500 
IT
 
Customized Integrated  -- 200000 
(test at soft 
open) 
-- -- -- -- -- -- -- -- -- -- 
Online Maintenance 2000 1500 1500 -- -- -- -- 5000 -- -- -- 5000 
Online User Design 5000 5000 2000 2000 -- -- -- -- 2000 -- -- 2000 
H
um
an
 R
es
ou
rc
es
 
Board Honorariums  -- -- -- -- -- -- -- -- -- -- -- -- 
Full time Management  20000 35000 35000 100000 100000 100000 100000 100000 100000 100000 100000 160000 
Full-time Personnel  -- -- -- 50000 50000 50000 50000 50000 50000 50000 50000 50000 
Part-time -- -- -- -- -- -- 8000 8000 8000 8000 8000 8000 
Continuing Education  -- -- -- -- -- -- -- -- -- -- -- -- 
Staff Rewards and Incentives -- -- -- -- -- -- -- -- -- -- -- 2000 
Professional Development  -- -- -- -- -- -- -- -- --  -- ---- 
Total Operational Costs w/o 
Facilities 
45500 264000 128000 173000 153000 156000 175250 169000 176750 168000 167250 238500 
F
ac
ili
tie
s 
Interior & Exterior Renovation 40000 -- -- 10000 -- -- -- 10000 -- -- -- -- 
Rent -- -- 26000 26000 26000 26000 26000 26000 26000 26000 26000 26000 
Maintenance -- -- 500 500 500 500 500 500 500 500 500 500 
Total Operational Costs 
Including Renting Facilities 
85500 264000 154500 209500 179500 182500 201750 205500 203250 194500 193750 265000 
Construction 500000 -- -- -- -- -- -- -- -- -- -- -- 
--Total Operational Costs 
Including Constructed Facilities 
585500 26400  154500 209500 179500 182500 201750 205500 203250 194500 193750 265000 
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Appendixes 5 - Operational Costs (Launch – Year 3) 
Department Year 0 Year 1 Year 2 Year 3 
S
er
vi
ce
s 
 
Innovations workshops -- 7000 7000 7000 
Networking events  5000 10000 10000 10000 
Managerial classes -- 10000 10000 10000 
Mentorship program -- 10000 15000 20000 
Outsourcing service  1000 -- -- -- 
M
ar
ke
tin
g 
Concept Development 10000 5000 -- -- 
Advertising in Doha City 10000 10000 -- -- 
Banner Campaign in EC 5000 -- -- -- 
Advertising in magazines 5000 10000 12000 14000 
Seasonal Kiosks (Landmark, Cultural Village, Souq Waqif, Airport) 20000 10000 5000 5000 
Soft Open 5000 -- -- -- 
Launch  15000 -- -- -- 
Internal Research/Management Annual Luncheon -- 500 500 500 
Internally Performed External Research Annual Breakfast 1500 1000 500 500 
Public Relations  5000 5000 5000 5000 
Internal marketing -- 1000 800 600 
Direct marketing (valued clients, Diamond Club, B2C)  5000 6500 7000 8000 
Promotional Events (Craft Fairs, Social Groups) 6000 4000 4000 4000 
Printed Materials (annual) 5000 4000 3000 2000 
IT
 
Customized Integrated (Point of Sale Sys, Online Format, ERP, HRM ) 200000 -- -- -- 
Online Maintenance 5000 10000 15000 20000 
Online User Design 12000 6000 -- -- 
H
um
an
 R
es
ou
rc
es
 
Board Honorariums from year 2+ (bi-annual positions) -- -- 15000 -- 
Full time Management (5 fixed positions) 90000 960000 1,000,000 1,045,000 
Full-time Personnel (5 fixed positions) -- 450000 474000 498000 
Interns (2+)&  Open-Source Tasks (6+) -- 48000 50000 60000 
Continuing Staff Education (5 personnel) -- -- 10000 12000 
Staff Rewards and Incentives -- 2000 3200 4010 
Professional Development (5 management) -- -- 10000 15000 
Total Operational Costs 405500 1570000 1657000 1740610 
F
ac
ili
tie
s 
Interior & Exterior Renovation 40000 20000 -- -- 
Rent 20000 240000 240000 240000 
Maintenance -- 5000 10000 15000 
Total Operational Costs Including Renting Facilities 905500 1835000 1907000 1995610 
Construction 500000 -- -- -- 
Total Operational Costs Including New Facilities 965500 1835000 1907000 1995610 
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Appendixes 6 - Qualitative Assumptions  
 
 Current conversion rate: 3.65QAR = $1 
 No tax in Qatar for the next ten years on income or produce in Qatar for at least 
the next 10 years 
 Personal Capital of 405,500QAR invested in project at outset.   
 Financing received in an allocated controlled budget includes repayment and 
financing of debt models 
 Inflation rate projected at 2 – 5%. 4% used as inflation rate for this analysis. 
3% inflation rate applied to salaries in addition to1.3% towards salary increases. 
Accounting for inflation not put towards product and service revenue to account 
for (cancel out) deflation of capital and cash flow.   
 Assumptions hinges on identification of all micro key performance indicators 
 All internal targets critical to success have been identified 
 Interest for 30 day supplier pay period not included in cash flow  
 All quantitative assumptions are achieved within projected periods  
 No unaccounted for cultural/societal barriers in awareness and/or perception 
 No Dissonance of cultural values 
 No introduction of new sector challenges 
 Predictions of future marketplace challenges unaccounted for 
 Managerial challenges unaccounted for  
 Resource availability  
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Appendixes 7 – Product Overview Segment 
 
 
 
 
 
Legend   
 
P = Estimated/current sale price 
--------------------------------- 
PP = Projected Profit is estimated comission  
--------------------------------- 
PD: Percentage Donated onto registered and unregistered charities and community programs. For the charities 
participating in producing a concept line the money is reinvested in the program as per SLA Agreement. Commission 
is charged for charities as well because as part of our mentorship program they are engaged in a program that allows 
them to build inter-disciplinary knowledge that can help start an income line which could lead to financial 
emancipation if they manage it internally in a manner that shows enthusiasm, dedicated and commitment.  We also 
make money off the payment cycle in our service level agreements for these products in return for locating buyers 
and providing steady revenue.  
--------------------------------- 
I: Inventory is based on how much the designer estimates they can supply in one year (monthly/quarterly inventory 
deliveries) 
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Personal Accessories 
 
Type  Design Group Brand & Concept Product Overview Projections  
Personal 
accessories 
 
Individual line 
 
Flora‟s hand made 
deigns are highly complex 
art pieces consisting of 
fabric, buttons, beads and 
stitching. 
  
 
P: 5 – 50 QR 
PP: 15% 
PD: -- 
I: 2000 
Greeting 
Cards 
 
Local 
charities 
 
Shaqab children‟s artwork 
already renowned 
  P: 1 QR 
PP: 15% 
PD: 85% 
I:500 
 
Accessories 
for use 
 
Individual line 
House wife, Melanie 
Blakely using locally 
sourced fabric scraps, a 
love for sewing and an 
eye for design to creates 
travel bags 
 P: approx. 50 QR 
PP: 15% 
PD: -- 
I: 2000  
 
Greeting 
Cards 
 
 Local 
societies 
 
Cats in Qatar is a local 
cat rescue group made up 
of over 3000 volunteers 
with many skills. One of 
the craft ranges if greeting 
cards with 100% 
proceeds going towards 
their rescues.  
 
P: 2QR 
PP: 15% 
PD: 85% 
I:5000 
sell for 15 QR 
each 
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Accessorise
s for wear & 
use 
 
Individual(s) 
with a local 
cause 
 
Fashion design VCQ-Q 
Graduate works with local 
women facing political 
migrant worker issues 
and in need of cash to 
produce Glossy Beads, a 
range of eco-friendly 
accessories 
  
P: 35–55QR 
PP: 15% 
PD: 25% 
I:1000 
Accessorise
s for wear 
Individual line 
 
Buttons & More uses 
locally found vintage 
buttons to create playful 
accessories 
 
P: approx. 50QR 
PP: 15% 
PD: -- 
I:1000 
 
Pet 
accessories 
 
 Local 
societies 
 
Shabby Chic 
Accessories for Dogs 
are made out of recycled 
materials by the 
volunteers at The Qatar 
Veterinary Centre with all 
proceeds funding the care 
of abandoned pets 
brought in for euthanasia 
  
P: 125 QR each 
PP: 15% 
PD: 85% 
I:1000 
 
Arts & 
Crafts 
 
Individual line 
 
1m x 1.5 m cards of 
unique hand-created 
collage designs are sold 
for consumers who want 
to engage these multi-
purpose pieces with their 
Creative Side.   
 
P: 110QR each 
PP: 15% 
PD: -- 
I:1000 
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Greeting 
Cards 
 
Individual line 
 
Hand-made fabric and 
ragweed greeting cards. 
Each unique design is 
hand made and inspired 
by Local Colours.  
 
P: 20-40QR 
PP: 15% 
PD: -- 
I:5000 
Accessories 
for Wear 
 
 
 Local 
societies 
 
Plastic Fantastic rescues 
plastic bags and bottles 
from residents interested 
in recycling their plastics 
and gives them new life 
as a line of personal and 
home wear accessories. 
The Philippine Ladies 
Association have the 
skill and patience to give 
new life to these plastics.   
 
P: 15-85QR 
PP: 15% 
PD: -- 
I:1000 
Accessories 
for Use 
 
P: 25-85QR 
PP: 15% 
PD: -- 
I:1000 
Accessories 
for Use 
 
Individual line 
 
Fashion Rocks Qatar 
has a loyal following in 
the market, their trendy 
hand-made designs are 
popular in Qatar and we 
look forward to welcoming 
them in the incubator 
 
P: 100-200QR 
PP: 15% 
PD: -- 
I: 2000 
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 Home Accessories  
 
Type  Design Group Brand & Concept Product Overview Projections 
 
Assorted 
Home  
Accessories 
 
 
Individual(s) 
with a local 
cause  
The Recycling Lab, produces a 
variety of up-cycled items to fund 
vaccinations for Doha‟s many 
rescues 
 
 
P: 15-85QR 
PP: 15% 
PD: 50% 
I:1000 
 
Assorted 
Home  
Wear 
 
 
Individual line 
 
 
Chroma, meaning many colours, 
produced colourful home décor 
from up-cycled items  
 
P: 300-600QR 
PP: 20% 
PD: -- 
I:300 
 
 
Interior  
Baby 
Decor 
 
 
Local 
charities 
 
Eco-friendly mobiles for babies 
by VCU-Q interior designer Hind 
Al Ruzban 
 
P: 300-500QR 
PP: 15% 
PD: -- 
I: 200 
 
 
Assorted 
Home  
Accessories 
 
 
Individual(s) 
with a local 
cause 
Memories of Qatar uses a 
combination of locally sourced 
items and up-cycled items that 
capture an ethereal perspective 
of Qatar 
 
P: 65-85QR 
PP: 15% 
PD: 10% 
I:1000 
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Wall Art 
 
  
Local 
societies 
Rolga Roberts, local artist 
experiments with multi-media to 
produce beautiful collages with 
all proceeds going to a rescue 
group near and dear to her heart, 
Dogs in Doha 
 
P: 300-800QR 
PP: 15% 
PD: 20% 
I:1000 
 
Books 
 
 
Local 
charities 
 
Qatar Animal Welfare Society 
volunteers include storytellers 
and graphic designers. Every 
year they publish illustrations and  
storybooks for children and pets 
that revolve around local issues 
dealing with the mistreatment of 
animals.  
 
P:50-150QR 
PP: 15% 
PD: 85% 
I:500 
 
Art 
 
  
Local 
societies  
Jannie Van Der Hagen, local 
dutch resident artist, and 
students master the art of 
abstract and still life watercolour 
and sell their unframed creations 
on to you!  
 
P: 200-600QR 
PP: 20% 
PD: -- 
I:1000 
 
Wall Art  
 
 
Individual line 
 
Cycled Recycled features Up-
cycled art made of odd and ends 
in recycled frames  
 
P: 150-700QR 
PP: 20% 
PD: -- 
I:1000 
 
Wall Art  
 
  
Local 
societies 
Qatar in Watercolour is exactly 
what it‟s name promises it to be, 
features work by The Qatar Fine 
Art Society   
 
P: 200-600QR 
PP: 20% 
PD: -- 
I:1000 
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Lamps & 
Lighting 
 
  
Local 
societies 
VCU-Q  Interior Design 
Program students lead with 
innovative lighting design as they 
collaborate with Texas A&M 
engineering students 
 
P: 50-450QR 
PP: 20% 
PD: -- 
I:1000 
 
Mini 
Homewear 
 
  
Local 
societies 
Texas A&M design students 
work with raw resource providers 
in Najmaa Area of Doha to 
create functional homewear from 
discarded supplies. The line is 
Appropriately called Najmaa 
 
P: 50-350QR 
PP: 20% 
PD: -- 
I:1000 
 
Kitchen 
Ware 
 
 
Individual(s) 
with a local 
cause 
At Eureka! Discarded bulbs are 
collected from the QF 
maintenance team and re-
purposed for innovative use  
 
P: 50-350QR 
PP: 20% 
PD: 5% 
I:1000 
 
Lamps & 
Lighting 
 
Individual line 
 
Lamps, re-purposed from 
bottles.  
 
P: 50-350QR 
PP: 20% 
PD: -- 
I:1000 
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 Apparel  
 
Type  Design Group Brand & Concept Product Overview Projections 
 
Children‟s 
Apparel & 
Accessories 
 
 
Individual line 
 
Children‟s line of up-
cycled clothes & toys 
produced by house 
wife and mum of four  
Soraya Mills  
 
 P: 50 - 100 QR 
PP: 20% 
PD: -- 
I:3000 
 
Women‟s 
Clothing 
 
 
Local 
charities 
 
Line of adult female 
whimsical wear by 
VCU-Q Textile & 
Design program 
graduate, Habiba Al 
Sulaiti  
 
 
 P: 300-400 QR 
PP: 20% 
PD: -- 
I:1000 
 
Women‟s 
Clothing 
 
 
Individual(s) 
with a local 
cause 
Heterophilly 
combines much of the 
excess donated 
second-hand clothing 
which is donated to 
charities to create 
artistic visionsr into 
which they are not 
able to sell.  
 
P: 350-750QR 
PP: 20% 
PD: 10% 
I:2000 
 
Women‟s 
Designer 
Apparel 
 
 
Individual line 
 
Helwa. VCU-Q texile 
and Design Program 
graduate, Adriana 
Mulka, started her own 
popular line of self-
designed summer 
dresses in 2008 
 
P: 250-400 QR 
PP: 20% 
PD: -- 
I:3000 
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Women‟s 
Casual 
Apparel 
 
  
Local 
societies 
 
At Hippy Chic, 
clothing and fabric 
scraps from registered 
tailors sourcing raw 
materials are 
combined using the 
ingenuity and design 
of volunteer groups to 
create one unique 
piece after another 
 
P: 150-350 QR 
PP: 20% 
PD: -- 
I:500 
 
Women‟s 
Designer 
Apparel 
 
 
Individual line 
 
El Qatariyah is a line 
of arabesque-inspired 
designs 
 
P: 150-550 QR 
PP: 20% 
PD: -- 
I:1000 
 
Women‟s 
handbags  
 
 
Individual line 
 
License plates 
upcycled into clutch 
purses at Cee Code 
 
P: 300-500 QR 
PP: 20% 
PD: -- 
I: 500 
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 Outdoors Accessories  
 
Type  Design Group Brand & Concept Product Overview Projections 
 
Outdoor 
furnishings 
 
  
Local societies 
 
VCU-Q’s  
Interior Design cohort 
produces a range of 
fabricated and up-
cycled furniture 
ranging from functional 
design to avant-garde. 
Using a number of 
techniques and tools, 
each piece is more 
unique than the next. 
 
P: 1000-8000QR 
PP: 30% 
PD: -- 
I:500 
 
Outdoor 
Collections 
 
 
Individual(s) 
with a local 
cause 
 
At Doha Creative, Jim 
Oakes is working 
artistically skilled 
migrant labourers to 
create colorful outdoor 
multi-medium collages 
to offset the doha‟s 
dusty skyline 
 
P: 500-3500QR 
PP: 30% 
PD: 10% 
I:500 
 
Outdoor 
Functional 
Furniture 
 
 
Local charities 
 
Centre for Voluntary 
Activities in Qatar 
works with youth with 
an interest in interior 
design, top aspiring 
designers creations 
are submitted for sale 
 
P: 50-500 QR 
PP: 30% 
PD: -- 
I: 500 
Outdoor 
Aesthetic 
Pieces 
 
Individual line 
 
Outdoor art that 
withstands the doha 
heat, we got it. Check 
out Reema Al 
Ramez‟s outdoor 
designs 
 
P: 500-2500QR 
PP: 30% 
PD: -- 
I: 500 
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 Furnishing  
 
Type  Design 
Group 
Brand & Concept Product Overview Projections 
 
Statement 
Furniture 
 
 
Individual 
line 
 
Laid in Resin is a playful line 
that experiments with setting 
all types of items in resin to 
produce statement coffee 
tables   
 
P: 2000-5000 QR 
PP: 30% 
PD: -- 
I:300 
 
Functional 
Couches 
 
  
Local 
society 
 
Couches, large, bulky and no 
one knows what to do with 
them when they can not use 
them anymore. Najmaa 
Upholsterers Collective 
(migrant worker group) 
upholsters and sell them to 
us to bring to you  
 
P: 1500 – 5000 QR 
PP: 30% 
PD: -- 
I:200 
 
Statement 
Furniture 
 
 
Individual 
line 
 
The Secret Kingdom up 
cycled home and garden 
décor produces  playful 
avante guard pieces of home 
decor to allow artists to get in 
touch with their more creative 
side:   
 P: 350-5000 QR 
PP: 30% 
PD: -- 
I:500 
 
 
Assorted 
Functional 
Furniture 
 
 
 
 
  
Local 
VCU-Q’s  
Interior Design cohort 
produces a range of 
fabricated and up-cycled 
furniture ranging from 
functional design to avant-
garde. Using a number of 
techniques and tools, each 
piece is more unique than  
P: 3000 – 10000 QR 
PP: 30% 
PD: -- 
I:100 
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Assorted 
Avant-
Garde 
Furniture 
society 
 
 
the next. 
 
P: 1000 – 10000 QR 
PP: 30% 
PD: -- 
I: 200 
Assorted 
Practical 
Furniture 
 
 
Individual(
s) with a 
local 
cause 
 
Old furniture + old things = 
Old New Things. Eco-
conscious Futhaima Al Malki 
wants to share a functional 
vision of repurposed items 
for indoor use 
 
P: 500 – 1500 QR 
PP: 30% 
PD: 20% 
I: 300 
 
Arts & 
Crafts 
 
  
Local 
societies 
 
Design your own line of 
apparel or home wear with 
yards and yard of 
professionally designed and 
stitched Fancy Fabrics 
 
P: 100-150 QR 
PP: 30% 
PD: -- 
I: 500 
 
Grande 
Homewea
r 
 
  
Local 
societies 
Texas A&M design students 
work with raw resource 
providers in  Doha‟s 
Industrial Area to create 
functional homewear from 
discarded supplies 
 
P: 50-350QR 
PP: 30% 
PD: -- 
I: 200 
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  Perishables  
 
 Design Group Brand & Concept Product Overview Projections 
 
Health & 
Beauty 
Products 
 
 
Individual line 
 
Salley‟s Felted Feet 
make an assortment 
of  soaps and lotions 
using locally sourced 
natural oils and herbs  
  
P: 15 – 25QR 
PP: 10% 
PD: -- 
I: 2000 
 
Freshly 
Baked 
Goods 
 
Individual line 
 
Ana‟s Baked Goods 
shares her family‟s 
favourite wholesome 
freshly-baked 
desserts 
 
P: 15 – 25QR 
PP: 10% 
PD: -- 
I:10000 
 
Canned 
Preserves 
 
 
Local charities 
 
Candy’s Candies is a 
line of home-made 
relishes and jams 
 
P: 15 – 25QR 
PP: 10% 
PD: 90% 
I:1000 
 
 
Pet Food 
 
 
Individual(s) 
with a local 
cause 
 
Noora Al Thani „s 
home-baked goods 
for dogs have made a 
reputation for 
themselves all over 
Doha. Proceeds are 
regularly donated to 
local dog rescue 
groups  
 
P: 15 – 25QR 
PP: 10% 
PD: 90% 
I:1000 
 
 
Pet Food 
 
  
Local 
societies 
Love ª Bites varying 
recipes of dog treats 
delivered weekly hot 
out of the oven of a 
network of Dogs in 
Doha volunteers 
working to fund 
Doha‟s biggest dog 
rescue operation 
 
P: 15 – 25QR 
PP: 10% 
PD: 90% 
I:1000 
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Appendixes 8 – Local Design Floor Plan 
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Appendixes 9 – Raw Resource Supplier Groups  
 
Raw collected material are sourced to local workshops and independent artists to be up-cycled 
under concept lines into useful crafts and home décor. All materials are readily and cheaply available locally.  
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
Seeds: Collected locally from different 
regions, combined with sisol rope to 
produce beautiful bracelets and 
bangles.  
Paper: Glossy magazine paper is 
readily found  and is transformed into 
colorful glossy beads with simple hand 
work and lacquer.  
Fabric Scraps: Sourced from local 
tailors, these pieces are sown 
together to produce unique greeting 
cards, trendy clothing items and 
homed décor. 
Plastic Bottles: Traditionally melted 
by Turkana Women to produce 
necklaces, this retro take is extended 
to produce beautiful accessories for 
you to use and wear. 
Plastic Bags: These are washed, 
dried, cut and crocheted into mats, 
outdoor plant pots and baskets by 
community groups 
Wood Fabricators: Sourced from 
local workshops in Najmaa Area, these 
pieces are turned into decorative 
home and garden furniture pieces and 
décor.  
Metal: Sourced from local fabricators 
in Industrial Area up cycled metal 
pieces’ artistic uniqueness is not lost 
to the consumer  
Furniture: Sourced from workshops in 
Najmaa and industrial area, these 
avant-garde pieces are constructed 
out of the imagination and resources 
available.   
Tin: Sourced from local volunteer raw 
resource collectors, these pieces are 
turned into small practical pieces and 
wall art for the home and garden.  
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Appendixes 10 - Process Improvement 
 
 
A continual focused investment in quality will take the form of strategies geared 
towards internal and external improvements to the brand:  
 
 
i. Ethical business practices: 
o Market-disciplined approach to bring value to every part of our 
supply chain 
o  
ii. Investing in resource efficiency: 
o GHG emissions, energy & resource consumption without 
compromising style, design, user-friendly. more stylish and user-
friendly and eco-friendly. 
o Increase energy efficiency of the products and reduce the carbon 
footprint 
o Increasing organizational connectivity (connecting R&D, 
production, marketing to customers, partners) 
iii. Investing in development: 
o Of business linkages 
o Cluster forming partnerships 
o Investing in grass-roots groups 
o Increasing links with local charities 
iv. Greener design: 
o In terms of material used by artists 
o In terms of open source innovation 
o In terms of distribution 
o More novel packaging in terms of up-cycled material and process 
used 
o In economic terms of capturing talent and effort 
o In terms of reinvesting tacit and acquired knowledge through 
formalized initiatives 
o Product stewardship: assuming responsibility for the product’s 
entire life cycle 
 
. 
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Appendixes 11– Service Level Turnover Agreement  
 
 
 
Day 0 
STEP 1-  
Product delivered 
by suppliers 
Step 3 –  
Product 
purchased by 
customer 
Day  7 
 
Step 4 –  
Payment made to 
supplier 
Day x 
 
Day x+7 
 
  
CASH FLOW CASH DEBT 
STEP 2 –  
Product  completes 
SLA, quality control for 
design, manufacture 
and branding). 
Entered into live 
database.  
Pass go, not 
completed for any 
reason back to step 1 
 
Customer have 7 
days to return 
purchase 
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Appendixes 12 – Social Outcomes  
 
Quantifiable Outcomes: 
 Examples of quantifiable social outcomes are networks of employment creation 
and entrepreneurial activity.  
 Analysis of numbers in internal operations can aid governmental policy makers; 
monitored statistics such as age bracket of applicants, scaling success rates, 
failures rates, etc.   
 Can also aid non-governmental organizations; working to increase total 
entrepreneurial activity amongst women, looking to educate consumers, 
looking to educate citizens, looking to connect citizens, organizations with an 
interest in design, organizations looking to aid one-man/woman entrepreneurs, 
organization supporting financial emancipation for local non-profits and 
charities.  
 Findings can aid governmental policy makers and can aid non-governmental 
organizations: working to increase total entrepreneurial activity amongst 
women, looking to educate consumers, looking to educate citizens, looking to 
connect citizens, organizations with an interest in design, organizations looking 
to aid one-man/woman entrepreneurs, organization supporting financial 
emancipation for local non-profits and charities.  
 Internal data analysis can lend to quantifying what social causes our consumers 
are clustering around to solve most in the communities  
 “There is a serious misalignment between the needs of social entrepreneurs on 
one hand and the structurally rooted behaviour patterns of both foundations 
and government grant-makers on the other”7. Could work with national 
programs to produce metrics that measure our performance and theirs and the 
strength of our partnerships and benefits. Need metrics for benchmarking 
success of relationships. This will help form economic development strategies to 
evolve measures.  
Non-Quantifiable Social Outcomes  
 Examples are benefits for children of entrepreneurial parents, stronger 
communities, engaged communities, peaceful communities.  
 Reduction of social and cultural barriers 
 Economic engagement of women - economic freedom is closely connected 
with/tied to individual sovereignty. 
                                                          
7
 Drayton W. The Citizen Sector: BECOMING AS ENTREPRENEURIAL AND COMPETITIVE AS 
BUSINESS. California Management Review [serial online]. Spring2002 2002;44(3):120-132. 
Available from: Business Source Premier, Ipswich, MA. Accessed April 3, 2012. 
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Appendixes 13 – Organizational Roles & Tasks 
 
Chief Operations Officer Marketing Director Business Development Financial Controller 
Administrative  Operations.  
Sub-roles: 
Enterprise Manager 
Retail Manager 
Store Manager 
Marketing Coordinator: 
Cultivate relationships with 
suppliers (resourceful residents)  
Quality control  
Mentor  
 Product design  
 Sourcing materials (scrap +new)  
 Coordinate transport (requires 
relationship w/ volunteers)  
Oversee cooperative societies 
(groups build social capital 
amongst groups for a strong 
network) 
Builds external partnerships 
(national: hotel, hostels, airport, 
shops, volunteers houses, 
tearfund hospitals + 
international; )  
Internal + external Public 
relations  
Develop linkages with suppliers 
to source additional raw 
materials to keep up with 
projected expansion and growth 
Floor manager:  
This is a very important role 
as it oversees that all outlet 
personnel maintain a PR 
function in Cultivating local 
relationships,  their 
interactions with all 
stakeholders. Greet as 
friends.  Maintain Store 
design  
Manage Shop  
Overseeing 
cashier/receptionists 
Reporting up problems  
 
Social accounting and reporting Increase online expansion efforts Build regional linkages Enterprise Manager:  
Oversees Payroll for 
staff  
Payroll for suppliers  
enterprise Budget 
Control 
Chief Information Officer: Work 
with User Experience designer to 
come up with Web 2.0 
application, design online store,  
Public relations services (shared 
role): to generate awareness 
through product information 
insertions and reviews, magazines 
and articles. 
Develop linkages with local 
designers: 
-find new trends and needs 
among customer  
-develop new ideas in product 
conception to launch - ideas to 
increase the emotional factor in 
products. 
target to achieve direct 
export of goods by 
producers 
initiate a pre- and post-
shipment scheme with the 
government or NGOs as an 
incentive for the 
manufactures.  
Human Resource Manager:  
Hire personnel 
This role becomes more complex 
from year 3 on as it requires 
working with CIO to develop 
open source model, break down 
roles into tasks, so as we build 
networks we can move in year 
three to outsourcing tasks to 
volunteers, interns, part-time 
employees,  
Branding specialists (shared 
role): work with charities to develop 
a line that helps them align positive 
and negative resources for financial 
gain 
Floor manager and Marketing 
Manage website/blog/discussion 
forum/online store, story telling  
 
Mentorship programs 
coordination. Works with event 
planners  
 
LAUNCH business develop 
(evolving role-slack) 
-5 year forecasting/ 
projections   
 
 
 
Develop linkages with 
producer 
Supplier groups and resources 
liaison: Internal Informal Business 
Groups, Supplier groups, 
resources 
 
Strategy Specialist (shared role with 
marketing): External Business 
groups: Linkages with formal 
academic  and business networks 
User Experience designer 
(temporary role) (store) 
backward and forward 
integration with suppliers 
Account manager/public relations 
To split in second year student 
liaison and external client liaison 
Develop a portable store, a kiosk for 
example to be presented in tourist 
oriented events as musical event, 
beach carnivals etc 
User Experience designer 
(online) 
Finance Controller: Align 
projected finances with other 
departmental requirements and 
integrate ERP and inventory 
system with financials 
Event planner:  for shop events, 
local design events, and 
business development events 
with external partners. 
Increase and  
target international trade fairs and 
exhibitions to get sponsorships and 
(eg. Large customized orders) 
Build linkages to select board of 
governors  
Role to advice on grants, 
funding, legal procedures 
to launch supplier lines 
from incubator into market 
from year 2 onwards 
 
 design 
 
Appendixes 14 – Primary Research: EC Employee Sample 
 
1. How many times rushed out at lunch to buy a gift for a friend of colleague during your lunch break? 
(please tick one) 
 1 
 2 
 3 
 4 
 5+ 
 
2. Was it an impulse purchase?  
 Yes 
 No 
 
2. Did you manage to find an item fitting to what you had in mind? 
 Yes 
 No 
3a. Do you feel you would have made a better decision if you had more time?  
 Yes 
 No 
3b. Do you feel you would have made a better decision if you had a wider selection?  
 Yes 
 No 
 
3. If you did rush out to make a purchase during your lunch break, what type of item was it (check as 
many as applicable of the selected checkboxes. (tick as many as applicable) 
 Food item 
 Greeting card 
 Gift item  
 Home wear 
 Apparel 
 Other 
4a. What were you initially seeking to purchase? (tick as many as applicable) 
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 Food item 
 Greeting card 
 Gift item  
 Home wear 
 Apparel 
 Other 
4b. Did environmental factors impact your purchase? 
 Yes 
 No  
4c. Did ethical issues factored into your purchase? 
 Yes 
 No  
4d. If another option with unique value featuring reduced environmental and social cost was 
present at double the price of the particular product in question? 
 Yes 
 No  
 
4. If you did not purchase an impulse gift item recently, what was the last item you purchased? (tick 
as many as applicable) 
 Food item 
 Greeting card 
 Gift item  
 Home wear 
 Apparel 
 Other 
5a. Where did you purchase it from? (tick as many as applicable) 
 Online 
 Landmark Mall  
 Home-made 
 Other _________________  
 
